I. Introduction
Understanding the customer purchase behavior is vital for any organization. In the present business scenario, it is even more important as the customer brand loyalty is changing very fast and the customer switching behavior is increasing rapidly. Hence, it is imperative for an organization to find out the factors that influence customer purchase intention. In this paper, an exhaustive analysis is being done on one hundred relevant research paper published in the renowned journals. The customer is defined as an individual who purchases a particular product, whereas a consumer is a person who consumes or uses that product. Purchase intention means attempting to buy a product. (Dodd Monroe, 1991) .Purchase intention is the implied promises to one's self to buy the product again whenever one makes next trip to a market. (Fandos & Flavian, 2006) . Purchase intention means the likelihood that a consumer will buy a particular product; the higher the purchase intention, the greater the purchase probability. (Kotler, 1991) 
II. Literature Findings
It is desirable for any organization to know the customer purchase intention. Many researchers are continuously trying to design a model which can depict the customer purchase behavior.A lot of research is going on in this area. In the present paper, an exhaustive study has been done on one hundred papers that are published in different renowned journals.Purchase Intention (Black's Law Dictionary)is termed as the plan in which a person intends to buy particular goods or service sometime in the near future. The plan is to buy an item but the timing is left to the individual to plan. The antecedents which are considered commonly by many authors are factors of consensus whereas factors which are considered by some author but not considered by others are factors of non-consensus. Antecedents of CPI: -A suitable way to present the CPI (Customer Purchase Intention) concepts is to logically group them into -antecedents‖. Table 1 describes the counts of antecedents as appeared in the literature review with proper references. Table 1 highlight that among all the important antecedents that has been considered in 100 papers, Attitude has maximum numbers of total counts [29] , therefore in any purchase done by the customer, attitude can be the strongest antecedents followed by the price [20] , Subjective Norms [14] , Brand Image [13] , Trust [12] and so on. There are various independent variables which are considered only in few studies or papers. These factors are categorized as Others Counts [26] . Note: While 100 articles were reviewed, some articles involved more than one constructs and were, therefore, placed in multiple categories.
Antecedents which affect CPI cannot be measured directly. In literature it is found that some researchers have focused on single or less number of antecedents while other researchers have used collection of large number of antecedents. From the study of various CPI based papers, it has been decided to form a consolidated and reasonable list which consists of almost all the antecedents which have been focused in literature for different applications. The final list comprised of 17 antecedents which have discussed in the previous section. These 17 antecedents have been categorized into two broad categories: Consensus and Nonconsensus. We have classified almost 100 research papers with respect to these antecedents and their counts are given in above table.
Factors of consensus 1) Brand image:
The brand image is an important aspect towards purchase intention. It guides the consumers to consume more on the specific brand having a good brand image. Further, it helps consumers in taking a call on an important decision -that of ascertaining which brand is a more suitable option for them; also it induces the consumers to make purchase intentions. As per Keller (1993; , a brand image is a manifestation of the perceptions -as brand associations -deeply ensconced in the consumers' memory. Kotler (2000) has a more generic definition for the brand in that he claims a brand to be a holistic whole resulting from the intertwining of attributes like name, symbol, design, or a combination of these; the idea being to distinguish one's products and services from those of the competitors. Brand name is the most important attributed considered by teenagers. In the words of Richardson et al. (1994) , brand image is an agglomeration of attributes and associations; those with which consumers find a brand connect. Putting a bit differently, Bullmore (1984) comes up with a view which emphasizes that brand image oozes out of the thoughts and feelings of the consumers about the brand. White's (2003) take on brand image is that of a complete and succinct picture of the brand held by those who are aware about it.
2) Price: Kotler & Keller (2006) earmarks price as a key factor in stirring up the purchase intentions of the consumers. They opine that price consciousness goes a long way in establishing the purchase intention credentials. Broekhuizen and Alsem (2002) argue that customers would go on to pay even a premium for customized products because they view it as a better way for need fulfilment. Wind and Rangaswamy (2001) harp that price takes a backseat in a scenario when a company enables the co-production process and thereby tailoring the products as per the needs, which subsequently lends value to the product. A reasonable price and a good general outlook of the products is a reason enough to trigger a high level satisfaction and confidence for the consumers to purchase the product. In simple terms, price is the amount of money customers shell out in order to get a product. ( Kotler, 2004) . Having an utmost bearing on the profitability quotient of the company concerned, the price comes along as a significant variable in the scheme of things. There exists a thorough distinction between the price and the price deals. Some researchers like have gone on to the extent saying that there exists a negative effect of price deals on consumer's behavioural intentions. Though price deals entices the customers in a retail store, it results in a trade-off between quality and internal reference price of the brand, thus leading to perceptions about low quality. This eventually is in stark contrast with the motive of price deals.
3) Perceived quality:Ultimately it boils down to the customers' perception about total excellence and superiority of the product and not the actual quality of the product per se (Zeithaml, 1988; . Olsen (2002) maintains that there is a strong relationship between consumers' perceived quality, satisfaction, loyalty and buying intention for foodstuffs. Lang and Crown (1993) stated that aspects like price, aesthetics and quality are important considerations when buying decision for clothing is made. Bernues et al. (2003) hold the view that the intrinsic attributes of the product are aspects such as flavour, colour, shape and appearance; extrinsic attributes comprise of non-physical features such as brand quality certificate, price, country or place of origin, packaging, product information, and the shop where it is displayed or eventually sold from.
4) Demographic:
Based on a previous study by Park et al., (2008) , this research will only focus on the demographic variables of age, income and purchasing frequency. Age differences were examined in various studies (Schmitt, 1997; Landry, 1998; Anderson and He, 1998) . The findings of these studies indicated that younger consumers were more influenced by fashion; more drawn to famous foreign brands and were less sensitive to higher prices.
Of utmost significance are features such as age, gender and race (demographic) which have a bearing on the purchase intentions. The striking point is that consumers in different age groups have different choice behaviours. A nineteen year old may have a very contrasting buying appetite than a twenty-five year old. For example, some young consumers are more concerned on the labeled products than other young consumers (Nabil &Imed, 2010) . The effect of gender depends on some factors. For example, females are more concerned about those kinds of products that are directly related to house because as housewives, the products quality is far more captivating for them. As such their buying drive is more inclined towards the label, brands and quality (Ahasanul; Ali &Sabbir, 2006; Safiek, 2009b).
5) Perceived value:
In the assessment of Zeithaml (1988) perceived value is defined as the utility a product brings to the consumer basis the perception of what is received ( e.g. quality, satisfaction) for what is shelled out ( e.g. price, nonmonetary costs).Monroe and Dodds (1985) directly related perceived value to preferences or choice, whereby the larger the perceived value is, the more likely the consumer will express a willingness to buy or have a preference for the product. Perceived value has is the most important indicator to forecast purchase intentions and has been viewed is an important measures for gaining a competitive advantage (Zeithaml, 1988; Dodds et al., 1991; Cronin et al( 2000) . Explicitly reflected through the literature review are four values which one associates with the purchase of virtual goods. The first in the line is the enjoyment value which increases the fun quotient one attaches with playing a game. The second is the character competency value which augments character strength and power in the game scenario. It explores the real character concealed inside. The third value is the visual authority value that emanates from the purchase of game items by gamers to fit into the beautification of their status in the social perspective of the game. The fourth and the last is the monetary value which rakes in the visual currency function for the game users and are, moreover cost effective and reasonably priced.
6) Trust:
Trust is defined as the trustee's appropriate performance to fulfill the trust or satisfaction. Mayer et al. (1995) also defined trust as a behavior of one person based on his/her beliefs about the characteristics of another person. Based on this definition, it is composed of three dimensions to represent the perceived trustworthiness of the trustee are ability, benevolence, and integrity (Gefen et al., 2003) . In other words, if the trust or perceives a vendor's competence (ability), fairness (benevolence), and ethics (integrity) to be sufficient; consumers will develop the intention to purchase toward trustee. For example, trust illustrates the belief and expectation of consumers in the quality of manufacture, delivery, and warranty from the vendor. In essence, we can expect that an increase in trust will directly and positively have a bearing on the purchase intention.
7)
Attitude:In order of influence, Attitude towards purchasing customized PC, followed by self-confidence, and subjective norm, have an influence on behavioral intention. Perceived knowledge has a resounding effect of self-confidence and attitude; subjective norm and perceived usefulness affects attitude in a positive way. In contrast a direct effect of perceived knowledge on behavioral intention is effectively ruled out. According to (Bagozzi&Dholakia, 2002 ) the world wide used definition of attitude conceptualizes of it's an assessment such 8) Normative belief and Self efficacy: Ajzen (1991) stresses that the theory of planned behaviour emphasises to put the constructs of self-efficacy belief or perceived behavioural control within a more generic framework of the relations among beliefs, attitude, intentions and behaviours. As per Badura (1986) Self-efficacy is closely related to beliefs and behaviours. comes up with the ideation that self-efficacy also impacts decisions of computer usage and adoption. Extending further, it is explained that individuals who consider internet as too technical and complex and believe that they will never be able to size-up the internet technology, will prefer avoiding them and are less likely to use them. Gist (1989) posits that self-efficacy is an important motivational variable which has a distinct bearing on individual effect, persistence of efforts and motivation.
According to Bandura (1986), self-efficacy describes the confidence that individuals express in their ability to purchase Home-use BPM, not environmental or external obstacles. Since PBC had a positive influence in consumer purchase intention and self-efficacy is underlying dimension of PBC, so we can assume that there was a correlation between self-efficacy and intention to purchase Home-use BPM.
9) Country of origin:
The COO concept evolved into a more complex notion as global production operations became increasingly diverse and new market opportunities emerged. Initially, the notion of the COO was perceived as analogous to the "made-in" country, Dichter (1962) , (Nebenzahl et al., 1997) . The large body of existing research has recognized the importance of Country of Origin (COO) effects on consumers" product evaluations and purchasing decisions, Bilkey and Nes (1982), Al-Sulaiti and Baker(1998). Mourali (2005) found that consumers rely more on the COO cue when the product origin facets are perceived as congruent. Higher perceived product origin congruency increases the perceived reliability of the COO image held by consumers. The concept of COO involves the country where the brand originates or is manufactured (Ha-Brookshire and Yoon, 2012). Country of origin or the -made in‖ label is one of the essential evaluation criteria in the purchasing decision (Supanvanij and Amine, 2000; Abedniya and Zaeim, 2011 Many alternatives are for customer to purchase certain products as there are already many aspects that have an influence on choice of brand.
10)
Health consciousness:The most frequent purpose to purchase organic food is due to consumer's perception that organic food is healthy, Davies et al (1995) . Also, health consciousness is known to predict attitudes, intention and purchase of organic food. Fotopoulus and krystallis (2002) have their own opinion on health consciousness that reflects the impact in purchase intention of organic food. Instrumental in influencing consumption choice, enhanced healthcare via proper nutrition has grabbed much attention. Health consciousness best describes those -consumers who are aware and concerned about their state of wellbeing and are motivated to not only enhance and / or maintain their health and quality of life, but also safeguarding against ill-health through engagement in health behaviours and remaining health conscious. A plethora of studies coming out in recent years have shed insights on potential health benefits (or risks as well) linked with coffee consumption; the results are contentious in that they remain inconclusive at large. Whilst coffee is reported to increase cardiovascular risk factors like high blood pressure, a slew of suggest contradictorily suggests coffee to have a protective effect on the heart and reduced risk of stroke. Some other studies have highlighted the protectiveness coffee imparts to health ranging from type 2 diabetes to Parkinson's disease, to liver disorders to obesity.
Factors of non-consensus 1) Promotion and Advertisement:Purchase
Intention is simply the extent to which consumers would go as far as the buying activity of a product or service is concerned. Normally what consumers do is that they make a thorough comparison about the differences amongst the alternative offerings and competitor promos-like redemption, discount, distribution or premium -including the location and condition of the purchased product (Zeithaml et al., 1985) . Leveraging Advertising for product promotion is an immensely popular marketing strategy. It is the reach per se of advertising that makes it a viable option with TV, newspaper, magazine, or direct mail advertisements impacting our daily lives. The central idea behind advertising is to make use of the endorsers' fame to endorse a product and make consumers churn out reliability of the product. The researchers also found that the authenticity of advertising spokespersons / endorsers is one of the driving factors influencing purchase intentions, and the extent to which it goes up, the higher will be the brand attitudes and positive advertising (Laffery& Goldsmith, 1999) . If the spokespersons showcase a positive attitude about the advertised product, it will translate into an overwhelming response of the consumers and will subsequently lead to consumers' connect of the product with the spokespersons (Chen & Chang, 2001 ).
2) Convenience:Convenience stores (c-stores) constitute a successful format in developed markets such as the U.S., Canada, Europe, and Japan. As an example, 7-Eleven became the largest worldwide convenience store 3)Motivation:Consumer motivations are triggered by the many stimuli surrounding us in everyday life. We can find out consumer motivation through many factors surrounding us in daily life. These can be a myriad of triggers viz. ads in the grocery store, the speech of others, unconscious emotions, conscious feelings, colours, shapes, and news received (Simonson, 2005) . The aforesaid motivations can be conscious as well as unconscious and is mainly affected by being ensconced in the cultural diversities of countries (Usunier et al, 2009 ). Since long, many big studies have worked around the idea of exploring thoughtful consideration or adjudication with regards to conscious decision making. A case in point is the gambling theories. (Bargh, 2002) . Today, novel works in the ambit of consumer neuroscience, have unearthed thee importance of gauging unconscious motivation factors as they are omnipresent in lives of consumers. Consumers in the real world have many other needs and goals to be met than conscious processing of advertising and product specific information.
4) Consumer satisfaction:
High up the pecking order, customer satisfaction commands a central place in the ideation of consumer behaviour. The reasons for this are not far : it is defined as customers' feelings for a certain value of the product or service, resulting out of the usage of a specific entity's proposition in precise use situations that is absolutely necessary ( Woodruff, 1993) . According to Olsen (2002) there exists a strong relationship between consumers' perceived quality, satisfaction, loyalty and buying intention of food items. Yearning for achieving customer satisfaction, companies must be competent enough to build and maintain lasting associations with the customers through a virtuous cycle of satisfaction of varied needs and demands, and subsequently customer loyalty with the company by doing business on an on-going basis (La Barbera, & Mazursky, 1983). Henson (1996) opines that customers are more than willing to shell out for a value attached with improvements of food safety. The author elaborates further that young consumers and females are most willing to pay for a decrease in risk of food poisoning. The author pinpoints the factors, which have a bearing on the willingness to pay for decrease in risk of food poisoning, as: self-experiences of food poisoning, their respective attitudes towards food poisoning, perceived control over risk of food poisoning and finally the customers' distinguishing characteristics. Many authors (Padel and Foster, 2005 ; Schifferstein& Oude Ophuis, 1998) have posited food safety as a precursory motive for buying organic food. That said food safety's relationship with attitudes and intentions towards organic foods is still to be put into a model, formally though. Adding to the intrigue, Angulo et al. (2003) found that Spanish customers were duly worried over issues of food safety.
5) Safety concern:

6) Customer loyalty:
It is an important concept for both academics and marketers. The former develop theoretical frameworks about the antecedents, components, behavioral consequences and, in general, the psychological dynamics of customer loyalty. The latter intend to develop quality relationships with customers and hence increase business and customer retention. The interest in the loyalty topic is due to the firm belief inthe profitability of loyal customers (Gupta et al. 2004; Reichheldet al. 2000) . The most commonly used theoretical framework to predict customer behavior in repeat buying contexts is the satisfaction-profit chain (Anderson and Mittal 2000; Dick and Basu 1994): loyalty is built up of attitudinal loyalty (consisting of commitment, trust, and satisfaction, also called perceived relationship quality), which leads to repeat patronage intentions, which in turn lead to loyal behavior and, finally, to more profits (Reinartzand Kumar 2000).
7) Perceived usefulness & Ease of use:
In yet another fascinating study, presented an interesting fact: that of finding the relative strength of the usefulness to usage relationship, compared with, the ease of use to usage relationship. It was found that usefulness by all means was strongly related to usage than was the ease of the use. Another compelling study by Chin and Todd (1995) revealed that was no empirical support or grounding reason for the split of significant constructs into two dimensions ( read usefulness and effectiveness). Perceived Usefulness is the willingness of a person to transact with a particular system. The Technology Acceptance Model (TAM) describes Perceived Usefulness as a measure of how a person would think about using a particular system and how it would sustain his/her job. In an organization, people perform better to get raises, promotions, bonuses, and other rewards. A study by Tan and Teo (2000) shows that Perceived Usefulness is one of the main factors in terms of adaptation of innovations (how people adjust to a change).Perceived Usefulness is the willingness of a person to transact with a particular system. The Technology Acceptance Model (TAM) describes Perceived Usefulness as a measure of how a person would think about using a particular system and how it would enhance his/her job. In an organization, people perform better to get raises, promotions, bonuses, and other rewards. A study by Tan and Teo (2000) shows that Perceived Usefulness is one of the major factors in terms of adaptation of innovations (how people adjust to a change).
Analysis of papers:
A total of 300 research papers were downloaded related to the customer purchase intention out of them a thorough study of 100 papers have been done. The papers which are published in renowned Journals between 2009 to 2016 have been analyzed and arranged in chronological order to understand Independent variables which affect customer purchase intention. Table 2 is drawn which contains the details of paper along with the Sampling Techniques, factors affecting customer purchase intention and limitations as suggested by the researchers. Authors in those papers have used variety of samples and method/techniques to do analysis and have mentioned various variables. Authors also have mentioned various limitations which are properly tabulated in Table 2 . Exposure  First, the respondents were college students from the same university which may result in a sampling bias.  Second, about 66% of the respondents were female which may also cause sampling bias.  Third, the responses were all selfreported which may weaken results accuracy. 
IV. Conclusion and Future Scope/Limitation
This paper focuses on the study of various antecedents which directly or indirectly affects the purchase intention. In the present paper exhaustive study has been done on one hundred papers that are published in different renowned journals. Several factors play vital role namely Brand, Price, Promotion & Advertisement, Convenience, Attitude, Perceived Value, Demographic, Country of Origin, Perceived Quality, trust. Motivation, Normative belief and Self Efficacyetc while considering the purchase intention. Some of the antecedents are common for all the products and are used as antecedents by most of the researchers. Some antecedents differ based on the type of product considered. It has been classified in two categories, namely i) Factors of consensus and ii) factors of non consensus. On the same basis research framework has been framed which is given in section 3.Authors in this paper have focused on the antecedents in general. Further study can be done on finding the antecedents for different products. Product based study will be targeted in near future. Like others papers it has also some limitations.Although the present findings provide valuable insights several suggestions for future research are made due to the study's limitations. We could have gone through many more research papers which can assist to analyze more antecedents , meaning there by the numbers of research paper studied could be increased. There is scope of improvement in research framework also that can only be done by increasing the numbers of research paper to be studied.
